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With application Porter Theory--Five Forces Modelrelevant ,the thesis analyzes 
the intense competition and competitors in the electricity industry. Then, it 
demonstrates the reasons and purposes of A company’s innovative strategy of 
“First-tier Cities Drive Second-Tier Cities”. Through marketing management theories 
and the theory of Porter’s Competitive Strategies, it analyzes in detail the specific 
contents and implement plan of this innovative strategy.Since the implement of this 
marketing strategy in 2012, A company had a remarkable rise in order and market 
coverage rate. Applying the practice data of A company, this thesis analyzes 
thestrategy’s advantages and shortcomings. Taking A company as the case study, 
through the analysis and conclusion above, the thesis aims to provide some useful 
reference for the marketing management practice of medium-voltage electricity 
companies and other relevant ones. 
 
 















第一章  绪论 ··································································· 1 
第二章  中压电气设备行业竞争态势分析 ······························· 3 
第一节  中压电气设备产品的竞争态势分析 ····································· 3 
一、“五力”模型分析中压电气设备行业的产业竞争局面 ················· 3 
二、A 公司的主要竞争者分析 ················································· 8 
三、A 集团分析 ································································· 12 
第三章  “一线城市带动二线城市”营销策略的提出 ·················· 14 
第一节  提出“一线城市带动二线城市”营销模式的背景 ····················· 14 
一、“井”字型营销管理方式及利弊分析 ···································· 14 
二、A 公司定位一线城市目标市场的原因分析 ··························· 15 
三、A 公司采用“后驱式”销售管理方式的原因分析 ····················· 16 
第二节   A 公司提出“一线城市带动二线城市”营销模式的原因分析 ········· 17 
一、A 公司面临的困难和挑战 ··············································· 18 
二、一线城市的市场现状及面临的挑战分析 ····························· 19 
三、二线城市市场分析 ························································ 21 
四、A 公司“一线城市带动二线城市”营销策略的成因概述 ············ 25 
第三节  “一线城市带动二线城市”营销模式的利弊分析 ····················· 26 
一、“一线城市带动二线城市”营销模式的利益分析 ····················· 26 
二、A 公司“一线城市带动二线城市”营销模式的弊端分析 ············ 27 
第四章  A 公司“一线城市带动二线城市”营销模式的具体内容及实
施计划 ··········································································· 29 
第一节  选择目标二线城市 ························································ 29 
一、选择目标二线城市的考虑因素 ········································· 29 
二、确定近期和远期的目标二线城市 ······································ 29 
第二节  A 公司“一线城市带动二线城市”营销模式的具体内容 ············ 32 















二、整合价值链的销售资源，带动二线城市市场发展 ·················· 33 
三、差异化营销战略 ··························································· 34 
四、销售网络的建立和团队的培养 ········································· 37 
第三节  “一线城市带动二线城市”营销模式的实施 ··························· 40 
一、新营销模式的实施区域安排 ············································ 40 
二、新营销模式的推广时间安排 ············································ 40 
第五章  “一线城市带动二线城市”的实施效果分析 ·················· 44 
第一节  “一线城市带动二线城市”实施效果 ···································· 44 
一、销售指标（OR，订单）数据分析 ····································· 44 
二、订单分布情况分析 ························································ 45 
三、行业市场发展情况分析 ·················································· 46 
四、销售网络建立情况分析 ·················································· 46 
第二节  “一线城市带动二线城市”营销策略的成功经验及不足之处 ······ 49 
一、成功经验总结 ······························································ 49 
二、不足之处分析 ······························································ 49 
第三节  小结 ·········································································· 50 
参考文献 ········································································ 51 
































Chapter 1 Introduction························································ 1 
Chapter 2 Analysis of Medium-voltage Electrical Equipment Industry 
and its Competition Situation ··················································· 3 
2.1 Competitive Situation Analysis of Medium-voltage Electrical Industry · 3 
2.1.1 Competitive Situation Analysis of Medium-voltage Electrical Equipment 
Industry through Five Forces Model ·········································· 3 
2.1.2 Analysis of A Company’s Main Competitors ································ 8 
2.1.3 Analysis of A Group ·························································· 12 
Chapter 3 Marketing Strategy of"First-tier Cities drive the market of 
Second-tier Cities" ······························································· 14 
3.1 Background of the Strategy "First-tier Cities drive the market of 
Second-tier Cities" ································································ 14 
3.1.1 The Cross-type Management Mode of A Group and Analysis of its 
Advantages and Disadvantages ·············································· 14 
3.1.2 The Reasons for A Company to Position First-tier Cities as Target Market
 ··················································································· 15 
3.1.3 Reasons for A Company to Adopt "rear-wheel drive" management Mode
 ··················································································· 16 
3.2 Reasons for the Marketing Strategy of "First-tier Cities drive the market 
of Second-tier Cities" ····························································· 17 
3.2.1 The Difficulties and Challenges A Company Faces ······················ 17 
3.2.2 Analysis of the Current Market Situation of First-tier Cities and their 
Challenge ······································································· 19 
3.2.3 Market Analysis of Second-tier Cities ······································ 21 
3.2.4 Conclusion of "First-tier Cities drive the market of Second-tier Cities"25 
3.3 Analysis of Advantages and Disadvantages of "First-tier Cities drive the 
market of Second-tier Cities" ··················································· 26 
3.3.1 Advantages Analysis ·························································· 26 















Chapter 4 Specific Contents and Implementation Plans of A 
Company’s "First-tier Cities drive the market of Second-tier Cities"
 ···················································································· 29 
4.1 Choice of Target Second-tier Cities ············································ 29 
4.1.1 Factors for Choice of Target Second-tier Cities ··························· 29 
4.1.2 Confirmation of Short-term and Long-term Target Second-tier Cities · 29 
4.2 Specific Contents of "First-tier Cities drive the market of Second-tier 
Cities" ··············································································· 32 
4.2.1 Identification of Target Industry and Client ······························· 32 
4.2.2 Integration Sales Resources of Value Chains to Promote the 
Development of Second-tier Cities ········································· 33 
4.2.3 Implementation of Differentiation Marketing Strategy ·················· 34 
4.2.4 Building of Sales Network and Cultivation of Teams ···················· 37 
4.3 Implementation of this Marketing Strategy ·································· 39 
4.3.1 Regional Arrangement of the New Marketing Model ···················· 39 
4.3.2 Promotional Time Arrangement of the New Marketing Model ········· 40 
Chapter 5 Implementation Effects Analysis of "First-tier Cities drive 
the market of Second-tier Cities" ·········································· 44 
5.1 The Implementation Effects ····················································· 44 
5.1.1 Analysis of Sales Index Data ················································ 44 
5.1.2 Analysis of Order Distribution ·············································· 45 
5.1.3 Analysis of Industry Development ·········································· 46 
5.1.4 Analysis of Sales Network Establishment ································· 46 
5.2 Successful Experience and Shortcomings ···································· 49 
5.2.1 Summary of the Successful Experience ···································· 49 
5.2.2 Analysis of the Shortcomings ··············································· 49 
5.3 Conclusion ·········································································· 50 
Bibliography ···································································· 51 





































































































第二章  中压电气设备行业竞争态势分析 
3 
第二章  中压电气设备行业竞争态势分析 
















































































Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
